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a YORK 
. fou dering ane oe of the Curtis Publishing Co. | 


rid) azine fleet, has firmed up fits plans to jet-! 


son, Most of its subscribers and steer a new: 
lal course, 


“vt rable magazine will begin paring its circu- | 


_ lation, to 3 million from the current 6.8 million | : 


: start evolving a more sophisticated edito- 
rial package. Readers are to get breezier pic- 


tur jayouts, easier-to-réad ‘type, more ‘subtle | 
¥ . tailed. However, the subscription list will be 


greater depth. 


‘Me “Martin §. Ackerman, who ‘stepped in as Cur- 
resident last month, is expected to win ap- 


ag I for his plans for the Post from directors |, 


ar) Peep pecial meeting in Philadelphia today. The 
bag, d also will discuss other Curtis operations, 


ailing Pa. 


e out “during “0: one of his 


aking, 
devi 8c shirt-sleevéed “Mr. Ackerman “swung | 


his feet up onto the desk of his small, una- 


dorned office on the editorial floor of the Satur- f 
day Evening Post and said: ‘The Post can’t} 
make it in its present format; it can’t compete |: 
with television. We’re getting out of the num- f 


_ bers race.’ " 
‘Goal: To Gomipate With Vv 


‘ 


The “numbers race’ was the effort of the | 


Post and most other mass magazines in the |: 
19503 to.add circulation rapidly, usually 
‘through, costly promotions, cut-rate subscrip- | 


~ tlons’ and other special inducements. The goal |. 


‘—to compete with television’s huge audiences 


~proved unobtainable for the Post and it} 


_slackened its efforts. 


Curtis Plans. ‘August Start for Cuts 2 
In Post Circulation Format Changes 


8. kaa Evening 1 “Post, 


ginning with the ‘Aug. to “issue, the , 


jing Mr. Ackerman’s previously reported |- 
tlations to sell the company's 8 paper mill at . 


After adding 2.3 million circulation in the 
1950s, the Post has put on only another 500,000 
since 1960. But maintaining circulation on such | 
a high plateau has been costly, with millions | 
spent each year just to find new subscribers to:. 
replace those not renewing expired subscrip- | 


.. tions, 


only to TV, but also to close competitors Life | 
and Look, With more ga and fewer words 
than the, Sut 
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one by only 3. 5, according to the widely ac: |! 
cepted 1968 magazine audience study of W. R. | 
As te 


a few hundred thousand | ate copies | 

«per. issue than the Post, have vast larger | 
_ audiences, ‘According - to” “Sti 

_§tudy, 3 


3.9 million adults read Life, 31.8 million 


“read Look, and only Aordied Re rtikdiedse 20011 05/28 Cr med $14 RB6300060011-5 


The Post lost the numbers race long ago not} 


‘ Post ran 1,052 ad pages and grossed $41.3 mil- 


MMONSs | 


WALL STREET 


17 MAY 1964 


“Advertisers accustomed to measuring the 
efficiency of their spending on TV in terms of 
the total number of people watching the shows 
they sponsor usually pay more attention to a 
magazine's total audience than its base circu- 
lation, and the Post has suffered in the com- 
parison with Life and Look. 


Newsstand Sales of 400,000 


Of the Post's 6.8 million circulation, news- 
stand sales account for 400,000 and subscrip- 
tions the remaining 6.4 million. Mr. Ackerman 
said the newsstand price will remain 35 cents 
and distribution to newsstands won’t be cur- | 


cut more than 50%, 

Mr. Ackerman conceded he hasn’t been able | 
to sell the undesired Post subscription list to 
other publishers, or even find one willing to as- 
sume the liability of fulfilling the unexpired | 
Post subscriptions by substituting his own | 
magazine. 


The subscription list will be pruned by send- ; 


ing fewer subscription solicitation letters to 


nonsubscribers, fewer renewal notices to per- |. 
“sons “Whose subscriptions are expiring, and. 
““tiit-off notices to ‘many current subscribers.” 


Subscribers to be cut off will have the option of 


00060011-5 


a refund or a subscription to another Curtis 
magazine. In addition to the biweekly Post, the 
company publishes four monthlies, the Ladies’ 


* Honie Journal, American Home, Holiday and 


Jack & Jill. 


The Post’s circulation will start going down | 
' this summer and won't reach the 3 million | 
‘ level until the end of the year, Mr. Ackerman | 


said. In the interim, advertisers will benefit 
from more circulation than the 3 million on 
which advertising rates will be based. 


Ad rates will drop sharply, while cost per 


thousand circulation will remain $4.26 for aj 
full-page ad in black and white and $6.39 in! 


; four colors. 


Reaction. from advertisers and ad. agencies 


~ has. been ‘‘excellent,’’ the executive said. He, 


noted that the higher-income, metropolitan and | 


suburban subscribers the Post will keep are: 
better prospects for most advertised products . 
than the less. affluent small-town subscribers | 
who will be dropped in droves. — , 


‘Can Break Even With 1,000 Ad Pages 


“Under the new plan, he said, the Post can | 
break even with $13 million in net ad revenue a | 
year, and 1,000 ad pages or less. Last year the ; 


lion before discounts and ad-agency commis- 
sions. Net ad revenue wasn’t disclosed. 

Mr. Ackerman “expressed confidence the bi- 
weekly can find a safé niche as a “reading 


zines. ree million circulation Wl 


“Bast Ith in the magazine hie vaFeiy? bi behind | 
Time (3.7 million) and ahead of Newsweek (2:1 | 
tiillion). "The Post is currently ninth, behind) 


‘Look (7.7 million) and Tife’ (7.3" millfony;, “put” 


magazitie in compétition’ with ‘the newsmaga- | 


Continued 


the, Post. action, seve! ' = 
ane y sloughed off est. of circu] Zine ad rev as less. 

‘lation. Farm. eta rs eer T"Topped__off “more ‘than |'and it accounted for most of Curtis’ operating 
360,000 nonfarm su feducing | loss of $4.8 million. 

its circulation “to 3.) : ; farm | 

readers don’t appeal 0. the: 
magazine said. Nonf: 


- Some authorities trace the start of the 
Post’s decline to the early 1930s when it op- 
“poi posed Franklin D. Roosevelt’s Administration 
nge=-| and appeared to lose touch with the mood of 
oth 2. plneart ss a the American people. More important, out- 
Eyening Post. Most took another ma, :moded headline. type, antiquated layouts and 
In 1963 Macfadden-Bartell Corp. bought, often stuffy stories during this era contrasted 
‘True Confessions and Motion ‘Picture maga-: unfavorably with the lively makeup and con- 
zines and decided it could make more money’ tent of the new, Life magazine founded in i936. 
selling them exclusively on newsstands. So it. The Post faced competition from other gen- 
elighinated all subscriptions, more’ than 500,000; eraj-interest weeklies, notably Colliers and 
‘for each magazine. Subscribers got a refund or Liberty, before Life entered the field. ‘But it 
a subscription to True Story or Photoplay.::was Life that cut, deepest. into the Post’s vital 
other Macfadden-Bartell monthlies, 5 5 a pevenues. Look, first published in A987, 
‘- “tthe Saturday Evening Post always has been’ .Sta ed more slowly than Life, but came on 
there sue ma Curtis Publishing empire..fast in the 1950s and passed the Post in ad 
It contributed most of the company’s $21.5 mil: Pages Mt 1980. say eae 
lion peak profit in 1929 and grabbed 28% of all’ “AS Beneral-interest’ magazines with large 
advertising revenue in consumer magazines. In '¢!Tculations, all three were more vulnerable 
‘ . ° Phan special-interest. periodicals to competition 
trom jelevision, .v-s.ascendancy hastened the 
ed of such well-known publications as Col- 
Heys, Woman's gloms..Companion, and. the 
erica gure “yk So ef Coes : 
| “As the Post's citculation and costs rose, it 
‘boosted its ad rates beyond the budget of many 
ladvertisers, who drifted, away to publications 
with dower rates, ; _ 


‘Ad Pages Totaled 4,425 in 1950 

', The. Post, whose, advertising hit a peak of 

,3,576 pages in 1929, carried a still-hefty 4,425 

pages in 1950. Then the skid began. Ad linage 

fell for 14 successivé years, totaling only 1,407 

‘pages in 1964. . i 

: The drop would h 

the Post hadn't drastically libs 
o.basic page rates. These 


among them 


‘even, steeper if 


ralized discounts 
discounts, intro-| 


ve. bee 


pares 


| Ih redirésting the Post's edftorial appeal to. 
lward a. ‘class’! audiepce, Mr. Ackerman hopes 
to avoid a repeat of the 1961 fiasco. He's es- 
chewing all talk about a “‘new Post” and 
stressing that change will be evolutionary. 
Four Changes in Editors 

_ After the 1961 revolution scared off many 
advertisers, a rash of libel suits tarnished the 
niaga‘irie’s Image. The most widely publicized 
suit stemmed from a°1963 article charging 
Wally Butts, former University of Georgia, foot- 
ball coach, with conspiring with Paul (Bear) 
Bryant, coach at the Univérsity of Alabama, to 


luded exposes,. personality 
says and liberal editorials. 


ave been lacklus- | 


ie supertf 


(ierebiodes & 
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the profound, from the pedestrian to the bril- 
lfant, even though payment to writers has been 


[consistently high—from $2,000 to $5,000 for an! 


ordinary-length article and as much as $20,000 
for a special effort. ; 


‘But the Post hasn’t had the resources to bid 
seriously against Life and Look for the block- 
busters, such as William Manchester’s The 
Death of a President and Svetlana Stalin Alli- 
|luyeva’s Twenty Letters to a Friend, that bring 
a magazine excitement and prestige. 


To give advertisers a preview of the more 
sophisticated turn the Post will take, Mr. Ack- 
erman plans to print 10,000 copies of alterna- 
t tives to the June 15 and June 29 issues. The al- 
ternative issues will be distributed to Madison 
‘Avenue while subscribers and newsstand buy-. 
ers receive the regular issues. In the June 29: 
issue, a “folksy” story about Lady Bird John-' 
son’s tour through Texas will be replaced in 
the alternative issue by a spread on the new 
Broadway hit musical Hair, 
Metropolitan-Area Audience 
~ Hair presumably will have more appeal to 
the magazine’s remaining metroplitan-area i 
audience. Currently, the Post has 37.4% of its | 
readers in the nation’s 25 largest metropolitan 
areas, significantly less than Look’s 43.7% and 


-| Life’s 50%. Increasing the Post’s percentage is 


aimed at luring advertisers who concentrate 
their marketing efforts in the big cities and 
suburbs. ; ; 

Look has attracted 100. metropolitan-orient- 
ed marketers with its three-month-old Top-Spot 
Plan. The plan enables an advertiser to buy 
space in copies of Look going to one million 
residents of 1,068 high-income areas, mostly in 
suburbs of big cities. 

‘The Post will have to show. strong gains in 
the second half if it 1s to match last year’s 1,052 
ad pages. Ad pages in January-May issues 
dropped 12.8% from a year earlier, and June 
linage will be down about 18%, 

Many advertisers have curtailed — their 
spending because of the slowdown in the econ- 
omy and uncertainties over the Vietnam war, 
taxes and other issues, Some have cut TV 
spending less because of a conviction that TV 
is @ more efficient medium for reaching a dual 
audience of ‘men and women. Dual-audience 
Magazines like the Post also are suffering in- | 
creasing, competition from women’s maga- 
zines, which, are siphoning off ads for soap, 


